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Tém tiat: Nghién ciru nhim kiém dinh cac nhén t6 marketing lan toa tac dong dén ¥ dinh mua
cac san pham d6 ubng tai thi truong Ha Noi va kiém chimg mdi quan hé giita cc bién tac dong.
Trong bai viét nay, dit liéu nghién ciru thyc hién biang phuong phép diéu tra ngau nhién véi 186
nguoi tidu dung théng qua didu tra bang bang hoi va duoc xir Iy bang phan mém SPSS 22.0,
AMOS 22.0 théng qua cac budc phan tich d tin cay, phan tich khdm phé nhén t5, phan tich
khing dinh nhan t6 va mo hinh c4u tric SEM. Két qua nghién ctru chi ra rang, gia tri cam xic,
gia tri xa hoi, nhan thirc vé thuong hi€u va khia canh bao mat thong tin ctia marketing lan téa co
tac dong tich cuc dén y dinh mua hang cia nguoi tiéu dung ddi voi san phdm db udng.

Tir khéa: Marketing lan toa, Y dinh mua sim, San phim d6 udng

VIRAL MARKETING’S FACTORS AFFECTING CONSUMERS’ INTENTION TO BUY
BEVERAGE PRODUCTS: RESEARCH IN HANOI MARKET

Abstract: The study examines the impact of spreading marketing factors on the purchase intent
of customers for beverage products in Hanoi market and verifies the relationship between the
impact variables. An analysis was conducted by the random survey method with 186 consumers
through questionnaire surveys. The data were processed by SPSS 22.0 and AMOS 22.0
softwares with steps including reliability analysis, factor discovery analysis, factor confirmation
analysis, and SEM structure model. The results show that emotional value, social value, brand
awareness, and information security aspects of spreading marketing have a positive impact on
consumers' buying intentions for beverage products.

Keywords: Viral marketing, Intention’s purchase, Beverage products

1. Gi6i thiéu chung

Trong nhitng nim gan day, thi truong d6 udng tai Viét Nam da ting trudng manh
mé vé&i nhiéu dau hiéu tich cyc, téc do ting trudong hang nim cia cic san pham nay
trong giai doan 2011 - 2020 udc tinh cao nhat trong khu vuc ASEAN (Euromonitor,
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2019) chiém khoang 15% GDP ctia nén kinh té. Bén canh do, tbc do ting truong hang
tiéu dung nhanh cua Viét Nam di vuot qua nhiéu thi truong 16n nhu Trung Quéc va
An D. Nhiing thanh tyu nay cho thay tiém ning to 16n cia nganh d6 ubng trong co
cdu GDP cua Viét Nam va ciing dan t6i sy canh tranh gay gét giita cic san pham, doanh
nghiép hoat dong trong nganh. Bén canh do, khach hang ngay nay to ra thd o voi nhitng
quang c4o qua cac kénh truyén hinh, bao chi, radio hay cac phuong tién truyén thong
truyén thong khac. Marketing lan toa dugc coi 1a giai phap mai cho cac doanh nghiép,
dic biét cac doanh nghiép d6 udng nham ning cao hiéu qua truyén thong toi khach
hang va dang ngay cang dong vai tro quan trong trong hoat dong kinh doanh. Moi cé
nhéan déu c6 xu huong chép nhan ndi dung duogc chia sé tr ngudi quen, ban be va ngudi
than trong gia dinh va coi day la nhitng théng tin quan trong dé phuc vu cho quyét dinh
mua ctia ca nhan. Tai Viét Nam, nhiéu tap doan da qudc gia trong nganh d6 uéng nhu
Pepsico, Unilever va Coke di c6 nhiéu hoat dong marketing lan toa tao ra nhimng thanh
cong trong chién luge truyén thong hinh anh va san pham ciia doanh nghiép véi mirc
chi phi thap. Viéc nghién ctru cdc nhan t6 cia marketing lan toa anh hudng téi y dinh
mua san pham do udng s& cing ¢b viing chic hon nita vé 1y thuyét marketing lan toa
trong linh vuc dd uéng tai Viét Nam.

2. Co s& ly thuyét, gia thuyét va mé hinh nghién ciru
2.1 Y dinh mua hang

Theo Solomon (2014), y dinh 1a mdt nhan t thé hién kha nang thuc hién hanh vi
trong twong lai ciia mot ca nhan. Y dinh mua hang 1a mét giai doan trong céc giai doan
hanh vi ctia khach hang va 1a tién dé quan trong dé dan dén quyét dinh mua hang (Kotler,
2009). C6 hai yéu té tac dong tir y dinh mua sang quyét dinh mua ngoai ban than ca
nhan d6 1 thai d6 cua nguoi khac va cac yéu td bat ngo (Kotler, 2009). Y dinh mua
hang c6 thé dugce do bang mong doi mua sim va sy xem xét ciia ngudi tidu dung vé
mit hang/dich vu d6 (Laroche & cong sy, 1996). Xem xét moi quan hé giita cac chién
dich marketing lan toa, Pescher & cong su (2013) da chira réng, chia khoa quan trong
dé thu hut khach hang d6 1a thong qua viéc phét trién cac tmg dung giai tri trén céc thiét
bi di dong. Y dinh mua hang ctia nguoi tiéu dung bi anh huéng béi cac yéu tb thong
tin, ung dung giai tri, do tin cdy va sy kich thich (Zernigah & Sohail, 2012). Hay
Haryani & Motwani (2015) di dinh nghia marketing lan toa Ia su lan truyén thong tin
mot cach tu nguyén, dic biét trén moi trudng internet. Thong tin, hd tro truy cap va bao
mat 1a nhimg nhén t6 quan trong anh hudng dén ¥ dinh mua hang ctia ngudi tiéu dung
(Nguyén, 2018). Khi internet trd nén phd bién, sy chuyén ddi s6 cang manh mé thi
marketing lan toa sé& 1 cong cu truyén thong hiru hiéu va pho bién (Botha & Reyneke,
2013). Khi thong tin tran ngap va khong thong nhét trén internet, cic ndi dung cia
marketing muén duoc lan téa can phai ¢6 sy thu hit va cung cap cho ngudi xem mat
1y do dé chia sé, lan truyén (Ho & Dempsey, 2010). Alsamydai (2016) dd khang dinh,
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¥ dinh mua hang duoc thuc day boi nhitng quang cdo lan truyén lién quan ti cic san
pham, dich vu, ¥ tudng hodc bat ky thir gi khac.

2.2 Marketing lan toa

Marketing lan toa (viral marketing) c6 ngudn gdc tir hinh thirc marketing truyén
miéng (word of mouth). Marketing lan téa hoat dong trén nguyén 1y truyén thong tu
phéat cua con nguoi thong qua nhﬁ’ng cau chuyén, nhfrng trai nghiém c6 suc anh hudng
clia con ngudi tao nén sy lan truyén trong cong dong (Mlndcomet Corporatlon 2008).
C6 nhiéu nguyén nhan khién nguoi tleu dung muon nodi vé cac san pham dich vu ma
ho da st dung, c6 thé 1a do mong mudn duoc chia sé kinh nghiém mua sam ctia minh
v6i nhitng nguoi tiéu ding khac hay don gian 1a mudn ban luan vé hinh anh, uy tin ciia
thuong hiéu ma minh d3 trai nghiém. Marketing lan toa lién quan dén viéc trao doi
thong tin vé mot san phém hodc dich vu cu thé béng hé théng mang déng déng, noi
ngudi ding c6 thé dé dang va thudng xuyén trao doi thong tin véi nhau. Bén canh do,
ho ciing cho rang, khong nén dung cac cong cu tai chinh dé diéu khién su lan truyén
cua thong di¢p bdi1 marketing lan toa khong phai 1a mot dang cuia quang céo (Cruz &
Fill, 2008). Xét vé mat thuat ngi, “viral marketing” da dugc Steve Juvertson va Tim
Draper ap dung vao nim 1997 dé mé ta cach thuc dich vu email (thu dién tir) mién phi
- hotmail dwgc quang b4, xtc tién. Cu thé, dong chir ky cua tit ca cac email duoc giri
thong qua hotmail - dai 1y email mién phi truc tuyén dau tién, déu ghi mot 16i moi dé
ngudi ding tao ra mot tai khoan hotmail.com mién phi. Phwong phap xuc tién thuong
mai nay dugc coi 1a “viral” (lan téa), béi vi thong diép da duoc truyén di tir chinh ngudi
dung toi nhitng nguoi dung khac. Tt “viral” bat ngudn tir “virus” va tugng trung cho
cach thirc ma thong di€p 1ay lan nhanh chong nhu nhitng con vi-rat, hoan toan khong
mang Yy nghia tiéu cuc (Rodi¢ & Koivisto, 2012). Thém vao do, su tién bo cla cong
nghé di cho phép nguoi tiéu ding chia s¢ thong tin lién quan dén san pham qua mang
Internet, do d6 lam ting kha ning tac dong ctia truyén miéng (Cheung & Thadani, 2012;
Chevalier & Mayzlin, 2006). Thong qua cic phwong tién truyén thong xa hoi, ngudi
tiéu dung co thé tao ra, trao ddi va chia sé cac ndi dung, y kién ctia minh théng qua hoat
dong truyén mleng dién to (eWOM) Theo Hennig—Thurau & cdng su (2004), thi

“eWOM la bat ky 10i phat biéu tich cuc hay tiéu cyc ctia nhirg khach hang tiém nang,
khach hang hién tai hay khach hang cii vé mot san pham hodc cong ty, duoc cung cp
cho moi nguoi va to chirc théng qua Internet”. Chinh diéu ndy dd md rong hon khai
niém vé marketing lan toa khong chi trén méi truong truyén thong ma con ca méi
truong truc tuyén, ddc biét v6i su xuat hién cia mang xa hoi (facebook), kénh truyén
thong xa hoi (youtube) va cac trng dung marketing lan tda (toll — free) (Nguyen & cong
su, 2020). Tom lai, marketing lan toa I3 hinh thirc marketing duoc lan truyén tir mot ca
nhan hoidc mot nhém véi cac ndi dung thé hién da dang vé hinh thirc phat tan, thong
qua cac phuong tién truyén thong truyén théng (word of mouth — truyén miéng) hoic
truyén miéng dién tir e WOM) dén cong dong.

2.3 Gid thuyét va mé hinh nghién ciru
2.3.1 Gia tri cam xuc

Haryani & Motwani (2015) va Pescher & cong su (2013) da cho ring gla tri cam
xuc ¢ tac dong tich cuc dén ¥ dinh mua hang cia ngudi tiéu dung. Khi tiép can véi

78 | Tap chi Quan ly va Kinh té quoc té, so6 132 (10/2020)



cac ndi dung tiép thi lan truyén mang tinh giai tri va dang xem, ngudi tidu dung c6 xu
hudng san sang tiép nhan thong tin va mua cac san pham dugc dé cap tai cac ndi dung
tiép thi d6. Trude d6, Chiu & cong sy (2007) ciing di khang dinh rang, thong diép
quang cao mang lai loi ich hitu dung, giau gia tri cam xuc va c6 kha nang lan truyén
t6t hon. Khach hang c6 nhiing cam xtc tich cyuc, nhu sy thodi mai, vui vé, phén khich
va cam thong, sau khi truy cap vao ndi dung lan tdéa tur nguoi khac hoac cong dong s€
c6 xu hudng luu gitr nhitng thong tin nay trong tam tri 1au hon va ¢ 4n tuong tot véi
nhitng thong tin d6. Tham chi, mau sac gan vai cac thong diép quang cao cling co tac
dong dudi goc d6 cam xuc toi nguoi tiéu ding va c6 tac dong dén hanh dong lan toa
(Eckler & Bolls, 2011). Khi nghién ctru vé gié tri cam xtic va marketing lan toa, Brown
& cong su (2010) ciling da khang dinh rang, noi dung gy ra cam xuc tiéu cuc din dén
truyén miéng dién tir nhidu hon. Do vy, ta c6 thé dat gia thuyét nhu sau:

HI: Gia tri cam xuc cua noi dung tiép thi lan truyén anh hwong tich cuc den y
dinh mua san pham do uong cua nguwoi tiéu dung.

2.3.2 Gid tri xd hoi

Khi chia sé ndi dung, nguoi chia sé c6 thé thuc hién gia tri xa hoi bang cach thoa
man nhu ciu phat trién mdi quan hé va su gén bo va ca viéc thoa man nhu ciu nhan
thirc cua ho véi nhitng nguoi cé chung chuin muec, gia tri va loi ich (Gangadharbatla,
2008). Noi dung thong tin chia sé trén phuong tién truyén thong xa hoi hodc thong qua
bat ky kénh ndo, bang cach nao d6 s& phan anh ban chat va tinh cach ciia ngudi dua tin
va tac dong dén cach ngudi khac suy nghi va danh gia vé ho. Do d6, moi nguoi co xu
hudng chla s€ noi dung thong tin c6 loi cho xa hdi hon hodc g1up nguoi chia sé thong
tin tao an tugng tot v6i nhitng nguoi khac dé thé hién mot phan c tinh va cai toi cia
ban than ma ho mudn ngudi khac nhin thay. Trén khong gian 40 cia mang truyén thong
x4 hoi va Internet, moi ngudi cling mudn tao anh huong dén cong dong truc tuyén thong
qua ndi dung chia sé (Kietzmann & cdng su, 2015) Nhu’ng ngu’orl st dung Internet theo
chu nghia c4 nhan hodc vi tha, c6 xu hudng chuyén tiép nhiéu ndi dung truc tuyen hon
ngudi khac (Ho & Dempsey, 2010). Hon nita, gia tri xa hoi ngay nay con duoc két ndi
va xay dung thong qua cac tmg dung dién tir nhu mang xa hoi, dién dan, kénh truyén
thong x4 hoi va cac tmg dung khéac. Viée sir dung cac tmg dung nay dé lan téa thong
tin ciing 14 mot nhu cau tit yéu ctia ngudi tiéu dung trong thoi dai sé (Shen & Bissell,
2013). Tir d6, gia thuyét tiép theo duoc xay dung:

H2: Gia tri xa hoi cua noi dung tié'p thi lan truyén anh hwong tich cuc dén vy dinh
mua san pham do uong cua nguoi tiéu dung.

2.3.3 Nhdn biét thuong hiéu

Nhan biét thuong hiéu 1a mot thanh phan quan trong cia gia tri thuong hiéu dé cap
dén kha nang mot khach hang ¢6 thé nhan ra hodc nhd dén thwong hiéu nhu mot yéu
t6 cdu thanh ctia mot san pham nhét dinh (Aaker, 1991). Rossiter & Percy (1987) mé
ta nhan thirc vé thuong hiéu 1a diéu can thiét cho qué trinh thuc hién truyén thong vi no
di trude tit ca cac budc khac trong quy trinh. Néu khong c6 sy nhan thirc vé thuong
hiéu, thi s& khong c6 hiéu tng truyén thong nao duoc coi 1a hiéu qua. Déi véi mot
ngudi tiéu ding, dé mua san pham tir mot thuong hiéu, trudc tién ho phai duge biét vé
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n6 (Nguyén, 2020). Thai d6 thuong hiéu khong thé dugc hinh thanh va ¥ dinh mua
khong thé dién ra trir khi nhan thirc vé thuong higu xudt hién (Rossiter & Percy, 1987;

Rossiter, 1991) Trong 1y thuyét bd nhd, nhan thirc ve thu:ong hiéu duoc cho 1a bude
quan trong dau tién trong viéc xay dung cac lién két gan lién véi thuorng hi¢u trong bd
nhé (Stokes, 1985). Thu’ong hi€u dugc khai quat héa nhu mot diém trong bd nhd cho
phep cac thong tin khac vé thuong hiéu duoc gin lién voi né (Aaker, 1991). Khai nlem
vé mot mang ludi céc lién tudng thuong hi¢u trong b6 nhé voi thuong hiéu 1a cbt 16
trung tam da duoc nhiéu nha nghién curu khéc dé cap dén (Keller, 1993; Holden & Lutz,
1992). Nhan thtc thuong hiéu 1a mot thanh phan cua thai do nguoi tiéu dung d6i véi
thuong hiéu theo mé hinh thai d6 da thanh phan. M6 hinh da thanh phan cho rang thai
do tiéu dung bao gdm: (1) Nhan biét, (2) Panh gia hay thich thu, va (3) Xu huéng hanh
vi (Schiffman & Kanuk, 2000). Theo md hinh gia tri thuong hi¢u cua Keller (1993) thi
muc do nhan thuce thuong hi¢u néi 1€n kha ndng mdt khach hang co thé nhan dang va
phan biét nhiing dac diém cua mot thuong hi€u trong mot tap thuong hi€u c6 mat trén
thi truong. Khach hang khi mua sim qua cac trang web c6 nhan thirc vé thuong hiéu
trang web thong qua cac thong tin va dich vu cung cip, nhan thirc thuong hiéu nay da
tao ra sy hai long cho khach hang va co6 tac dong tich cuc tdi long trung thanh dién tu
(Nguyen & cong su, 2020)

David & Khazanchi (2008) d3 cho rang nhén thirc vé thuong hiéu c6 tic dong siu
sdc dén y dinh mua hang cua khach hang. Khi ngudi tiéu dung da quen thudc véi thuong
hiéu hodc thy rang hinh anh thuong hiéu ctia mot céng ty nao d6 hap dan, ho s& c6 xu
hudng thich va chia sé ndi dung, ddn dén y dinh mua cac dich vu tir cong ty. Haryani
& Motwani (2015) ciing cho thdy nhan thirc vé thuong hiéu c6 tac dong tich cuc va
dang ké dén thai do cua khach hang, dan dén y dinh mua hang. Thém vao d6, khach
hang thudng mua mot thuong hiéu quen thudc vi ho cam thiy thoai mai véi sy quen
thudc d6. Mot thuong hi¢u quen thudce co thé dang tin cay hon vi chét lugng on dinh.
Do vay, mét thuong hiéu quen thude dé duoc lua chon trén thi trrong hon 1a mot
thuong hiéu khong xac dinh (Nguyen & cong su, 2020). Do d6, mbi quan hé trén duoc
tom tat nhu gia thuyét dudi day:

H3: Nhan thirc vé thieong hiéu doi véi ngi dung tiép thi lan truyén anh hwéng tich
cyc den y dinh mua san pham do uong cua nguwoi tiéu dung.

2.3.4 An toan thong tin

Alsamydai (2016) di cho rang bao mat danh tinh va thong tin ctia nguoi chia sé
thong tin 12 mot yéu t6 cua tiép thi lan truyén va anh hudng tich cuc dén y dinh mua
cua khéach hang Thém vao do, Haryam & Motwani (2015) cling da khang dinh rang do
tin cdy nguodn ctia ndi dung tiép thi lan truyén co m01 quan hé chi yéu tich cuc vé y
dinh mua hang ctia nguoi tiéu dung. Nhiing lo ngai vé bao mat dir liéu ca nhén 1a cac
lo ngai lién quan dén viéc sir dung dit liéu da cung cép khong ding cach, tiét 16 cho bén
ngoai va sir dung trai phép khong ¢ sy dong ¥ ciia ca nhan (Alharbi & Yanhui, 2020).
Lo ngai vé bao mat dit liéu ca nhan trong moi truong thuong mai dién tir (TMDT) dugc
khai quat tap trung vao ba khia canh chinh: thu thap, kiém soat va nhan thirc (Malhotra
& cong su, 2004). Méi lo ngai vé bao mat dit liéu ca nhan cho thay sy thiéu tin tudng
vao uy tin ctia doanh nghiép va phan xa di kém 13 viéc giam thiéu cac hanh dong ty tiét
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10 dir li€u cua ca nhan do lo s¢ nhitng rui ro tiém an. Vi vay, niém tin 1a yéu td tién
quyét ctia viéc cung cap dir liéu va diéu nay c6 thé lam giam mdi lo ngai ctia ngudi tiéu
dung vé bao mat dit liéu c4 nhan (Mcknight & Chervany, 2002). Van dé bao vé dit liéu
ca nhan c6 y nghia bao v¢é tai nguyén ctia doanh nghi¢p va sy an toan cua nguoi tiéu
dung s6. Cac doanh nghiép s6 ¢6 chinh sach bao vé dit liéu ¢4 nhan tét s& thuc day hoat
d6ng mua hang truc tuyén ctia doanh nghiép (Nguyén, 2018). Tir d6, tac gia co thé thiét
1ap gia thuyét nhu sau:

H4: Bdo mdt théng tin cho ngi dung tiép thi lan truyén dnh hwong tich cuc dén y

dinh mua san pham do uong cua nguoi tiéu dung.

Tur nhitng gia thuyét nghién ctru trén, tac gia dé xuat M6 hinh nghién ctru thé hién
0 Hinh 1 duoi day:

EV: Gia tri cam xuac

SV: Gia tri xa hoi

mua hang

\ CBL ¥ dinh

BW: Nhin thtic
thuong hiéu

PS: B4o mat thong tin

Hinh 1. M6 hinh dé xuit cia tac gia
Nguén: Tdc gia dé xudt
3. Phwong phap nghién ciru
3.1 Mo ta phwong phdp nghién ciru
Xay dung thang do va bang cdu hoi

Trong nghién ctru ndy, tac gia do luong bién phy thudc “y dinh mua cc san pham
do6 udng”, thong qua cac muc hoi trén thang do likert 5 marc do (1 - Rat khong hai long,
2 - Khong hai long, 3 - Trung 1ap, 4 — Hai long, 5 - Rat hai long).

Phwong phap nghién cuu

Trong nghién clru nay, tac gia lya chon phuong phap nghién ctru dinh lugng. Trén
co s& dir liéu thu thap va sir Iy so bo, tac gia s& tién hanh kiém dinh hé s6 tin cay
Cronbach’s Alpha dé loai cac bién c6 hé sd tin cay thap, dam bao cac cau hoi phan anh
cung mot ndi dung. Tir d6, 1am co so kiém dinh qua ky thuat phan tich nhan t6 kham
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pha (EFA) dé danh gia va di dén loai bo nhitng cau hoi khéng phu hop hodc nhing cau
hoi ¢6 yéu to tring l1ap trong mdi myc hoi. Dé kiém dinh cac gia thuyét nghién ciru sir
dung phén tich hdi quy tuyén tinh da bién. Pay 1a phuong phap thdng ké nghién ctru
moi lién h¢ ctia mot bién phu thudc véi mot s6 bien doc 1ap (cac bién giai thich hay cac
nhan t0 gay anh hudéng). Muc dich cta phan tich hoi quy 1a udc lugng gié tri cua bién
phu thudc trén co s& gia tri cua céc bién doc lap da cho va kiém dinh céc gia thuyét
nghién ctru.
3.2 Nghién civru dinh tinh

Muc ti€u ctuia nghién ctru dinh tinh la téng hop, phan loai va xac dinh mdi quan h¢
gitra cc bién so tong hop tir cac md hinh nghién ctru trude dé dua ra mo hinh dé xuat.
Bén canh do, nghién ctru d6 con hi¢u chinh va ap dung cac thang do tir cac nghién ctru
trude dé phu hop voi bdi canh nghién ctru ¢ Viét Nam.
3.3 Nghién cvru dinh lwong

Thu thap dir liéu va dac diém ciia mau nghién cuu

Nghién ctru da tién hanh diéu tra 215 nguoi théng qua phuong phap diéu tra chon
mau gian don, c¢6 29 phiéu bi loai do thiéu dit liéu, con 186 phiéu hop 1é, dién day du
céc thong tin. Thong tin & Bang 1 cho thay phan phdi vé giéi tinh, do tudi, trinh d6 hoc
vén, nghé nghiép c6 do chénh 1éch nhat dinh. Tudi cta nhitng ngudi dugc diéu tra tir
18 dén 50 tudi, nhung ty 1& cao nhat 1a nhom tudi 26 - 30 (34,9%). Ty 1é cta cic nhoém
khac nhu sau: 32,8% la nhom tir 18 - 25 tudi; 14,0% tir 31 - 35 tudi; 10,2% 1a tir 36 -
40 tudi va 8,1% 1a nhom hon 40 tudi. Pa s6 ngudi duoc héi c6 trinh d dai hoc (60,2%).
Trong sb 186 ngudi duge hoi co 100% di timg doc bao dién tir, diéu nay toan hoan phu
hop khi ma hau hét nguoi dan déu co it nhat mot thiét bi dién tir thong minh két ni.

Bing 1. Pic diém miu khio sat

Chi tiéu So lwong Ty I¢ Chi tiéu So lwong Ty I¢

1. Gibi tinh (18409 (%) "3 Trinh dd hoc van (nguor) (%)

Nam 92 49,46  Pho thong 9 48

N 94 50,54  Trung cap, cao ding 28 15,1

2. Tubi Dai hoc 112 60,2

18-25 61 32,8 Sau dai hoc 36 19,4

26-30 65 34,9  Khac 1 0,35

31-35 26 14,0 4. Pa tirng doc bao

dién tir
36-40 19 10,2 Khong 0 0
>40 15 81 Co 186 100

Nguon: Tdc gia téng hop trong qud trinh nghién ciru, ndm 2020
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4. Phan tich nghién ciru
4.1 Phan tich khdam phd nhan t6 (EFA)

Sau khi thuc hién phan tich danh gia do tin cay thang do, tac gia thu duoc cac két qua
do luong qua hé s Cronbach’s Alpha déu 16n hon 0,7; twong quan bién — tong déu 16n
hon 0.4 nén tt ca cc bién déu thoa man diéu kién dé thuc hién cac budc phan tich tiép
theo. Phan tich cac nhan t6 khao sat (EFA) duoc tién hanh voi 17 bién quan sat cia 4 nhan
t6 doc lap. EFA sé& danh gia hai gia tri quan trong 13 gié tri hoi tu va gi tri phan biét. Diéu
kién cho EFA duoc thoa mén 1a: Hé s6 tai> 0.4; 0,5 < KMO < 1; Sig. <0,05, phan trim
bién thién > 50%.

Bang 2. Két qua phan do lwong bién quan sat twong quan bién tong
(Cronbach’s Alpha)

Nhin t6 Ky hi¢u Trung Phwong Twong Al[?ha Hé s
thang do binh'thang sai t}lang quan néu Cronbach’
do nél,l loai do né1,1 loai bi?n - loz;ui Alpha
bién bién tong bién
Gia tri cam EV1 11,32 3,338 0,698 0,859
xuc (EV) EV2 10,74 3,456 0,685 0,862
EV3 11,45 3,293 0,684 0,862 0,881
EV4 11,22 2,713 0,752 0,846
EV5 11,19 2,726 0,754 0,849
Gié tri xa SV1 11,73 3,226 0,686 0,846
hoi (SV) SV2 11,87 2,976 0,750 0,821
SV3 11,81 3,076 0,666 0,856 0,869
SV4 11,77 2,996 0,788 0,806
Nhén biét BAl 6,75 5,859 0,798 0,890
thuong BA2 6,71 5,449 0,807 0,886
hi¢u (BA) BA3 6,71 5,752 0,791 0,892 0,913
BA4 6,65 5415 0,818 0,882
Bao mat PS1 11,87 4,347 0,786 0,871
thong tin PS2 11,92 4,294 0,816 0,860
(PS) PS3 11,90 4,329 0,769 0,877 0,902
PS4 11,88 4,396 0,749 0,884
Hanh vi CBI1 11,55 9,019 0,653 0,852
mua khach CBI2 11,42 8,145 0,794 0,817
hang (CB) B3 11,56 8,480 0,719 0,836 0.870
CBl4 11,19 8,464 0,694 0,843

Neuon: Tac gia phan tich tir sé liéu khdo sat
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Két qua phan tich dir li¢u cho théy: hé s6 KMO 12 0,894 > 0,5 nén dat yéu cau; gia
tri Sig trong kiém dinh Bartlett(Sig)= 0,000 < 0,05 ciing thoa man yéu cau; tong phuong
sai dung dé gidi thich nhan to (Yocumulative) 1a 64,723% > 50% thdéa man diéu kién;
Gia tri hé s6 Eigenvalue ciia cac nhéan té déu cao hon (>1), nhéan té thar tu co gia tri
Eigenvalue thap nhat 1a 1,760 > 1 ciing dat yéu cau.

Béang 3. Bang phan tich EFA

KMO Measure of Sampling Adequacy

Bartlett's Test of
Sphericity

KMO and Bartlett's Test

Approx. Chi-Square

Rotated Component Matrix

0,894
4954,910

231
0.000

Bién

2

3

EV4
EV5
EV1
EV3
EV2
BA4
BA3
BA1l
BA2
PS2

PS1

PS3

PS4

Sv4
SV2
SV1
SV3

0,834
0,829
0,748
0,733
0,714

0,884
0,847
0,837
0,835

0,860
0,838
0,826
0,815

0,925
0,840
0,703
0,677

Neuon: Tac gia phan tich tir sé liéu khdo sat
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Qua két qua phén tich trén cho thay ca 4 bién doc 1ap bao gdom gia tri cam xuc, gia
tri xa hoi, nhan biét thuong hi¢u va bao mat thong tin déu dat dugc gia tri phan biét va
hoi tu va déu tac dong dén hanh vi mua doi voi cac sdn pham do6 uong.

4.2 Phan tich khang dinh nhan té

Pé danh gia mirc do phu hop chung ctia mé hinh, tac gia sir dung mot sé chi tiéu
nhu Chi-square thoa man trong khoang [1:3] (Hair & cong sy, 1998); RMSEA (xac
dinh mirc d6 phi hop v6i md hinh tong thé, RMR (d4nh gia phuong sai du ctia bién quan
sat) thoa man < 0.05; GFI (do do phu hop tuyét ddi cia mé hinh ciu trac va mé hinh véi
b6 dir liéu khao sat), CFI (so sanh chi s6), AGFI (diéu chinh GFI), TLI can > 0,9 thi mo
hinh ¢6 d6 phit hop t6t nhat (Chin & Told, 1995). Tuy nhién, CMIN/df < 0,03 va RMSEA
< 0,08 (Carmines & Mclver, 1981) va TLI, CFI > 9 (Bentler & Bonett, 1980) thi két
qua duoc xem 13 phu hop. Két qua chay mé hinh cho két qua céac chi sb: Chi-square/df
=1,252; CFI = 0,990 (> 0,9), TLI = 0,988 (> 0,9), GFI = 0,945 (> 0,9), v RMSEA =
0,026 (< 0,08) nén c6 thé két luan mo hinh dugc xem 13 phu hop véi dir liéu khao sat.

“Chi-square=249.107; df=199 ; P=.009;
Chi-square/df=1.252 ;

NFI1=.951; IFI=.990

TLI=.988; CFI=.990

GFI1=.945; RMSEA=.026"
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Hinh 2. Phén tich khing dinh nhén t6
Neuon: Tac gia tong hop tir dir liéu dinh hrong, ndam 2020
4.3 Phan tich héi quy

Sau khi thyc hién CFA bang phan mém AMOS két qua cho thay cac hé s6 chuan
hoa déu > 0,5 va cac hé sé chua chuan héa déu co ¥ nghia thong ké nén cac khai niém
dat dugc gia tri hoi tu (Anderson & Gerbring, 1988), thé hién Bang 4 dudi day:

Hon nfra, tac gia da thuc hién kiém dinh gia tri phan biét gitra cac khai niém trong cac
mo hinh t1 han, mo hinh ma céc khai niém tu do quan hé véi nhau. Kiém dinh hé sb tuong
quan xét trong pham vi tong thé c6 thuc su khac biét voi 1 hay khong va két qua p-value <
0,05 da thoa mén gi tri phan biét (cu thé & Bang 4 dudi day).
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Bang 4. Trong s6 hdi quy chuin hoa

Estimate S.E. C.R. P Label
CBI <- EV 0,016 0,053 4,041 0,002 H1
CBI <-- BA 0,229 0,054 4,227 ok H3
CBI <- PS 0,293 0,067 4379 oAk H4
CBI  <-- MY 0,257 0,079 3,249 0,001 H2

Neuon: Tac gia phan tich tir s6 liéu khdo sat
4.4 Phén tich mé hinh céu triic tuyén tinh

Mo hinh c4u triic tuyén tinh (SEM) dugc xay dung tir 4 nhom nhén t6 ¢6 mdi quan
hé cu thé nhu gia thuyét nghién ctru da dua ra. Phan tich mé hinh nghién ctru dudi dang
cAu trac tuyén tinh (AMOS SPSS 20.0), két qua phan tich SEM c¢6 Chi-square/df 1a
1,252 < 3, NFI 1a 0,951; IFI 1a 0,990; GFI la 0,945; TLI la 0,988; CFI 1a 0,990 va
RMSEA 14 0,026 déu thoa man v6i diéu kién phu hop mé hinh. Cé nghia 1a mé hinh
trén phu hop véi dit liéu nghién ciru. Cac nhén to gid tri cam xiic, gid tri xd héi, nhdn
biét thwong hiéu va bao mdt thong tin, ¥ dinh mua sam déu co ¥ nghia théng ké vi co
gia tri sig. nhd hon 0,05.

Trong bdn bién tic dong dén y dinh mua sam san pham d6 udng, thi nhan t6 bao
mat thong tin c6 trong sé hdi quy chuan hoa cao (0,293), tiép sau 12 gia tri xa hoi (0,259),
nhan biét thuong hiéu (0,229) va cudi cung 1a gia tri cam xtc (0,016).

Nhu vy, theo két qua phan tich théng ké, cac gia thuyét H1, H2, H3 va H4 déu
co tac dong tich cuc dén hanh vi mua hang cua mat hang do uéng, do vady, mo hinh va
cac gia thuyét nghién ctru dugc chap nhan.

Qua két qua tong hop tac dong clia cac nhéan t6 6 thé giai thich cu thé nhu sau:

Trong s6 bao mat thong tin tac dong dén hanh vi mua san pham d6 udng cia khach
hang 1a 0,293. Tuc la khi bao méat thong tin trong hoat dong marketing lan toa tdng/giam
thi hanh vi mua hang dbi v6i mat hang dd udng cia khach hang ciing ting/giam theo.
Diéu nay cho thiy tim quan trong ciia viéc biao mat thong tin ¢&& dam bao an toan cho
nguoi chia sé thong tin va cac thiét bi dién tir sir dung trong qua trinh chia sé thong tin.

Trong sb gia tri xa hoi tac dong dén hanh vi mua san pham db udng ciia khach hang
14 0,257. Tirc 1a khi gié tri x4 hoi gan véi hoat dong marketing lan téa ting/giam thi hanh
vi mua hang d6i v6i mat hang d6 udng cta khach hang ciing ting/giam theo. Diéu nay
cho thay vai tro ciia gia tri xa hoi ngiy cang quan trong va c6 tac dong manh dén quyét
dinh mua sdm cua ngudi tiéu dung.
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"Chi-square=249.107; df=199 ; P=.009;
Chi-square/df=1.252 ;

NFI=.951; IFI=.990

TLI=.988; CFI=.990

GFI=.945; RMSEA=.026"
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Hinh 3. Két qua md hinh SEM
Nguon Tdc gia phan tich tir 56 liéu khao sat
Trong s6 nhan biét thwong hiéu tac dong dén hanh vi mua san phim db udng cua
khach hang 1a 0,229. Tic 13 khi nhan biét thuong hiéu tang/giam thi hanh vi mua hang
d6i véi mat hang d6 udng ctia khach hang ciing tang/giam theo. Két qua nay lai mot 1an
nira kh'fmg dinh vai tro ctua thuong hi¢u va tAm quan trong cua viéc nhan bi &t thuong hi¢u
tir phia khach hang c6 anh huéng truc tiép dén hanh vi mua va mua lai ctia khich hang.
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Trong sb gia tri cam xuc tac dong dén hanh vi mua san pham d6 udng cua khach
hang 14 0,016. Ttc 1a gia tri cam xuc ting/giam thi hanh vi mua hang d6i véi mat hang
d6 udng cua khach hang ciing ting/giam theo. Tuy nhién, gia tri cam xuc ddi voi cac
thong tin lan téa tac dong khong qua 16n téi hanh vi mua hang san phdm dd udng cua
khach hang boi 18 mat hang do uéng 1a mat hang tiéu dung thuong nhét nén it bi chi phoi
boi yéu t6 cam xtic. Néu nhén td nay dugc thyc hién voi cac mat hang cao cép 6 thé két
qua thu duogc s€ c6 su khac biét.

Két qua nay c6 su twong ddng v6i cac nghién ctru cta Saadeghvaziri & Hosseini
(2015), Norris & Colman (1994), Bauer (2005) va Tsang & cong su (2004). Céc tac
gia nay da khang dinh gié tri cua hoat dong marketing lan téa ti hanh vi mua ctia nguoi
tiéu dung va chiu sy chi phéi cua gia tri xa hdi va gia tri cam xtc. Hon nira, két qua
nghién cuu ciing tuong ty nhu khrflng dinh vé su tac dong thuan chiéu ctia nhan biét
thuong hiéu t6i long trung thanh thuong hiéu, y dinh mua sim cta nguoi tiéu dung
(Nguyen & cong su, 2020)

5. Két luan va ham y quan tri

Marketing lan toa 1 hoat dong quan trong trong qua trinh trién khai cac chién lugc
marketing ciia cac doanh nghiép, dic biét 1a doanh nghiép san xuat va kinh doanh san
pham d6 udng. Thiic ddy cac hanh vi lan téa va chia sé thong tin tir phia nguoi tiéu ding
14 hoat dong rat hiru ich nham thiic diy hanh vi mua sam ctia ngudi tiéu dung. Tuy nhién,
dé thuc hién céac hoat dong nay c6 hiéu qua, can quan tam t&1 mot sb noi dung:
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Quan tam téi van dé bao vé thong tin va an toan thong tin cho khach hang. Khi
thong tin (céc tin tirc) duoc thiét ké hodc khai tao, doanh nghiép can dam bao thong tin
d6 an toan (khong chira virus hodc nhitng mbi nguy hai) déi voi khach hang khi tiép
can hodc chia sé, lan téa thong tin t61 khach hang khac. Dé thuc hién duoc viée nay,
doanh nghi¢p can dic biét cha v toi van dé cong ngh¢ san xudt, xuat ban tin (bai Viét),
an ninh va bao mat trong hoat dong luu trit va truyén thong truc tuyén.

Quan tam to1 gid tri xa hoi dudi khia canh nguoi tiéu dung. Doanh nghiép can phai
¢6 nhiing nghién ctru, thong ké, tong hop vé cac loai thong tin, cach thirc thé hién thong
tin dugc x4 hoi danh gia cao va san sang tiép nhan. Trén co so d6, doanh nghlep moi
c6 thé thiét ké va khoi tao thong tin (tin tirc) v6i ndi dung phi hop va co gia tri ddi véi
x4 hoi va nguoi tiéu dung nham thuc ddy sy lan toa thong tin trong cong dong xa hoi.

Quan tdm t&i nhan biét thuong hiéu cua ngudi tiéu dung. Doanh nghiép can quan
tam t6i hinh anh thuong hiéu khi thyc hién thiét ké va xuét ban thong tin nham gia ting
su nhan biét thuong hiéu ctia doanh nghiép. Doanh nghiép can 16ng ghép tén thuong
hiéu, biéu tuong va khau hiéu phu hop véi ndi dung thong tin can lan téa, dam bao tinh
tham my, hai hoa va thuan tién cho viéc chia sé va lan toa thong tin tir phia khach hang.

Quan tam t6i gia trj cam xtc dbi véi théng tin duge lan toa tir phia khach hang. Cac
thong tin duoc thiét ké va xuat ban can phai chira dung nhiing cam xtic va tinh cam dé khi
khéach hang chia s¢, lan toa thong tin cam thay minh dang lam mét viéc c6 ¥ nghia déi voi
nhitng nguodi xung quanh.
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